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Virginia Slims Kings Kickoff Meeting 

November 17 , 1995 
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Agenda 
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• Purpose 

• Objective 

• Business Review 

• Timeline 

• Core Team 

• Decision Milestones 

• Next Steps 


Suzanne LeVan 
Suzanne LeVan 
Sonya Rush 
Sonya Rush 
Melinda Maggio 
Melinda Maggio 
Sonya Rush 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 





Purpose 


• Introduce Virginia Slims Kings product proposition. 

• Establish team and roles. 

• Establish critical milestones. 


S0Z8I.J7 uoz 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 




Business Objective 


Accelerate growth of Virginia Slims. 


sommoz 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Business Review 


• Virginia Slims has been relatively stable across regions, trade classes 
and packings in 1995, and has shown some growth in recent months. 

• 70% of Virginia Slims volume is sourced from Regions 2, 3, and 4. 

• Among women smokers, Virginia Slims is in the top 5. However, gender 
neutral brands are just as appealing to women smokers. 

• Virginia Slims has a median age of 39. 

• Switching and alternate purchase gaps have been substantially 
narrowed since PRP. 


lomtuoz 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Virginia Slims ranks among the top 5 brands among 
women smokers. However, it is #5 among 18-24 year old 
women. 



18-24 

25-29 

30-34 

1) 

Marlboro 

Marlboro 

Marlboro 

2) 

Newport 

Newport 

Newport 

3) 

Camel 

V. Slims 

V. Slims 

4) 

Basic 

Doral 

Salem 

5) 

V. Slims 

Salem 

Doral 

%of 

Women 

Smokers 

12.7% 

10.7% 

14.5% 


35-44 

45-54 

55-64 

65+ 

Marlboro 

Marlboro 

Marlboro 

Marlboro 

V. Slims 

Winston 

Salem 

Salem 

Salem 

Salem 

Winston 

Doral 

Doral 

Doral 

Doral 

B&H 

Winston 

V. Slims 

V. Slims 

Winston 

25.5% 

18.4% 

10.4% 

7.8% 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



Top Brand Among 100's/120’s Women Smokers 



18-24 

25-29 

30-34 

1) 

Marlboro 

Marlboro 

Marlboro 

2) 

Newport 

V. Slims 


V. Slims 


3) 

V. Slims 

Newport 

Newport 

4) 

Basie 

Doral 

Doral 

5) 

Misty 

Salem 

Salem 

% of 100/ 
120’s 
female 
Smokers 

7.7 

8.8 

13.9 


Smoker Tracking, I2MM July '95 


35-44 

45-54 

55-64 

65+ 

Marlboro 

Marlboro 

V. Slims 

B&H 

V. Slims 


V. Slims 

Marlboro 

V. Slims 

Doral 

Doral 

Doral 

Doral 

Salem 

Salem 

Salem 

Salem 

B&H 

B&H 

B&H 

Marlboro 

26.7 

21.4 

12.5 

9.0 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 




The Virginia Slims consumer is typically female, white, 
older, married, somewhat affluent with some college 
education. 


SEX 

MALE 

FEMALE 

RACE 

WHITE 

BLACK 

SPANISH SPEAKING 

AGE 

18-24 

25-34 

35+ 

35-44 

45-54 

55-64 

65+ 

MEDIAN AGE 

INCOME 

UNDER $30K 
$30 K + 

EDUCATION 

NO COLLEGE 
ANY COLLEGE 

MARITAL STATUS 

MARRIED 
NOT MARRIED 


0IZ81-HZ0Z 


3.9 
96. 1 


86.5 

8.5 

4.5 

4.3 
30.1 

65.6 
30.1 

18.7 

10.5 

6.3 
39 | 

31.8 
57.5~[ 

44.4 
54.7 1 


58.8 

40.2 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 





Virginia Slims continues to age due to 
minimal appeal to YAF smokers. 










Virginia Slims in/out switching gap has been steadily 
narrowing since PRP. However, inswitching has been 
trending downward, implying minimum conversion. 



Consumer Tracking. 12MM. 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 









Virginia Slims inswitchers are primarily from 
premium brands. 



5 % MERIT WINSTON 

6 % 10 % 


Smoker tracking, 12MM JULY ’95 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



Discount brands, specifically Misty, are the 
destinations for Virginia Slims outswitchers. 



10 % 
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Smoker Tracking, 12MM JULY '95 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 





Since PRP Virginia Slims in/out alternate volume gap has 
narrowed. However, inflow has been trending downward, 
implying minimum trial. 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 






Misty is the #1 source for Virginia Slims 
alternate volume inflow. 


OTHER 

22 % 


MISTY 

21 % 


BENSON & HEDGES 
6 % 


DORAL 

7% 



MARLBORO 

11 % 


CAPRI 

11 % 


9U8l*^ 0Z 


CARLTON 

7% 


SALEM 

8 % 


Volumetries, 12MM July '95 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 




...However, Misty is also the #1 recipient of 
Virginia Slims alternate volume outflow. 


OTHER 

16 % 


MISTY 

30% 


WINSTON 

5% 


BASIC 

6 % 



zimnzoz 


DORAL 

7% 

BENSON & HEDGES 

8 % 


MARLBORO 

15% 


GPC 

8 % 


Volumetries, 12MM JULY '95 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 







Why Not Virginia Slims? 


• Rejecters see as Brand "apart." 

- "Big Leap" 

Not acceptable to men 

• Represents values YAFS don't find important. 

"Feminism" 

"Unreal", posed 
Strident 

Stylish, but prissy and status conscious 

• The image is for older women, ages 35+. 

2VL2VVVLQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



Business Opportunity 


* As YAFS mature, perceptions and needs change significantly. 
Seeking their own identity. 

Important to distance themselves from the "herd." 


6U8m/03 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


There is a 5 point share drop as female herd 
smokers aged. 



18-24 

1990 


23-29 

1995 g ource; Continuous Tracking 


18 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 





Where Do Marlboro YAW Go? 


* Outs witching to: 


Basic 

12.4 

Camel 

10.9 

GPC 

10.4 

Virginia Slims 

7.5 

Misty 

5.5 


IZLZinLQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Why Is The Audience Right? 


• Believe single largest source of potential business. 

• Younger skew helps maintain brand vitality. 

• Less discount pressure among YAWS vis a vis older smokers 


ZUSIVVLQZ 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Why Would A Woman's Brand Be More 
Appealing Now To This Audience? 


• Establish self-hood, separate from the herd. 

• Less crucial to fit in with "masses.’' 

• Gender roles more salient. 

Family formation. 

Acceptance of gender differences. 

Equal but special. 

• Reinforcement of femaleness more appealing and important. 


£ZZ8mZ02 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


The Business Opportunity 


• Opportunity for Virginia Slims to catch first outswitch from entry brand 
far earlier than we do today and at higher levels. 

Transitional 21-29 young adult women. 

• If we can redefine Virginia Slims in their eyes. 

Broaden appeal of feminine positioning. 

For ''today." 




Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Tactics 


B 


• New Advertising 

• Packaging Changes 

• Virginia Slims Kings Box 


May 1996 
May 1996 
October 1996 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Why Kings Box? 


• Younger. 

• Growing Segment. 


922.8 VH2.02 
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All Women Smokers Share 



18-24 

25-29 

30-34 

35-44 

45-54 

55-64 

65+ 

Total 

V.S.Share 

2.1 

5.6 

8.1 

7.3 

6.1 

5.9 

4.7 

6.0 

Women’s* 

4.1 

9.1 

12.7 

12.7 

12.2 

12.8 

11.5 

11.1 

Brand Share 









Non-Menthol 

74.9 

73.7 

63.2 

60.5 

69.7 

70.5 

73.2 

67.9 

Menthol 

24.6 

25.8 

36.4 

38.5 

29.1 

27.9 

24.7 

31.2 

Kings 

63.3 

51.0 

43.4 

36.8 

28.4 

22.9 

23.1 

38.6 

100's/120's 

36.0 

48.5 

55.9 

62.1 

69.0 

70.8 

68.2 

59.1 

Cork Tip 

50.8 

44.1 

46.7 

43.6 

39.8 

34.1 

30.8 

42.3 

White Tip 

47.3 

52.6 

49.7 

51.2 

52.5 

53.4 

53.6 

51.3 

Soft 

31.0 

45.0 

56.5 

64.9 

72.3 

78.0 

79.3 

61.1 

Box 

68.4 

54.6 

43.1 

34.2 

26.5 

20.4 

18.6 

37.9 

Full Flavor 

41.9 

36.2 

38.4 

33.0 

31.3 

32.3 

30.6 

34.7 

Lights 

54.1 

55.4 

50.2 

49.4 

46.1 

43.3 

43.9 

49.1 

Ultra Lights 

3.1 

7.7 

10.7 

16.3 

20.9 

22.1 

22.7 

14.9 


*Women's brands - V. Slims, Misty, Capri, Style, Eve, Savannah, & Belair 


Smoker Tracking, 12MMJuly'95 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



There has been an increase in the number of box consumers over time. 


% 



1988 1989 1990 1991 1992 1993 1994 


Source: Consumer tracking 


12MM 

SEP95 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 





box/p re m/ages ex Chart 1 


% 


18-24 year old women who are premium smokers use a box. 



m 

SEP95 


80 
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60 
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40 
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10 
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Source: Consumer Tracking 
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size Chart 1 


18-24 year old women who are premium box users smoke Kings. 



1988 1989 1990 1991 

Source: Consumer Tracking 


1992 1993 1994 12 MM 

SEP95 


Page 1 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


tar Chart 1 


18-24 YEAR OLD WOMEN SMOKING PREMIUM, BOX, KINGS PREFER A 
LIGHT FLAVOR. 



SEP95 


SOURCE: CONSUMER TRACKING 
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Virginia Slims Kings Box Objectives 


• Product 

Appeal to transitional 21-29 young adult women. 

Offer a point of differentiation. 

• Packaging 

Edgy, attitude. 

Contemporary. 

Appeal to transitional 21-29 young adult women. 

Fit with 8 packings of Virginia Slims (excludes Superslims). 

• Advertising 

Create an image/identity that is unique and impactful, yet also 
compliments the new positioning/brand essence of Virginia 
Slims, 

Introduce the target audience to a new product. 

Establish an image that gives consumers a reason to try the new 
packing. 

ZZ12VPH0Z 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Outstanding Issues Related to Virginia Slims 

Kings Box 


Cigarette Design 

Circumference 
Low Smoke 
Low Odor 
Filter 
Taste 

Flavor 
Tar Level 
Packaging Design 
Box Construction 
Foil 

Tear Tape 
Poly Wrap 

Name 

Test Markets 


24mm vs. 23mm vs. 24.8mm. 

50% reduction? 

Is this an option? 

White vs. cork 

Similar to current Virginia Slims or similar to herd brands - 
Marlboro, Camel, and Newport. 

Lights vs. full; menthol vs. non-menthol. 


# of sides; rounded corners. 


Virginia Slims or ... from Virginia Slims 
2 vs. 3 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


New Product Development Process 


Conceptual Development 

• Set up launch team 

• Investigate historical research 

• Investigate Japan's products 
Prototype Development 

• Product specs 

• G rap hies/pac k ag i n g development 

• Engineering development 
Marketing 

• Marketing plan development 

• Advertising campaign development 
Concept Testing/Viability 

• Research to validate concept 
-Market 

-Audience 

• Prepare forecasts & estimate profitability 

• Preliminary qualitative - advertising, product, packaging research 

• POL Testing 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 




New Product Development Process 


Launch Go-Ahead 

• Sr. Mgmt. approval on concept 

• Resource allocation & approval 

• Richmond commitment/go-ahead 
Final Testing/Research 

• Ad Pack - Quantitative Research 
-Product 

-Packaging 

-Advertising 

Specifications Finalized/Into Production 

• Packaging specs finalized & into production 

• Product specs finalized#. into production 

• Advertising finalized & into production 

• Promotion POS into production 
Marketing Plan Finalized 

« Review plan with Sales 

Sales Materials In Field 
Product To Wholesale/F.Sales 
Product Launch 
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Virginia Slims Kangs Launch - October 1996 
(Proposed Timeline) 



Duration 

1 iming 

• Conceptual Development 

1 Month 

12/1 - 1/1 

* Prototype Development 

3 Months 

12/1 -3/1 

• Marketing Plan Development 

3 Months 

2/1 -5/1 

• Concept Testing/Viability 

3 Months 

3/1 - 6/1 

* Launch Go Ahead 

- 

By 6/1 

• Final Testing/Rcsearch 

1 Month 

6/1 -7/1 

• Specifications Finalized/Into Production 

I Month 

7/1 - 8/3 

• Marketing Plan Finalized 

- 

By 8/15 

* Sales Material In Field 

- 

By 9/15 

* Product to Wholesale/Field Sales 

- 

By 9/31 

* Product Launch 

- 

By 10/1 




Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 




Core Launch Team 


Launch Team: 

Richmond: 

New Product Engineering 
Cigarette Design & Development 
PED 

Flavor Technology 
Paper/Filter Technology 
Manufacturing 
Leaf 

Purchasing 
Packaging - Richmond 


Mark Guy 

Linda Wettle, Debbie Newman, George Yatrakis 
Armine Manwaring, Page Callahan 
Beverly Woodsen 

Barbro Goodman, Arlington Finley 
Truman Foster 
Ronnie Keatts 

John Hawkins, Guy Jeanrenuad 
Barbara Mait 


New York: 

Brand 

Packaging - New York 
Consumer Research 
Market Research 
Sales 


Sonya Rush, Melinda Maggio 
Mark Walchak 
Shari Teitelbaum 
Andrew Schwartz 
Shuanise Hammond 


Chicago: 

Leo Burnett Dara Altshuler, John Buehler 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


Roles and Responsibilities 


• Meetings 

• Key Contacts 




30 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 


NPC Decision Milestones 


• Cigarette Design 

• Packaging Design 

• Product Machinery 

• Advertising 

• Marketing Plan 

• Sales/Production Plan 

• Retail Introduction 
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Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



Next Steps 


Determine specifications 


OPIMPUOZ 


Source: https://www.industrydocuments.ucsf.edu/docs/xmxn0004 



